A CENTRAL question confronting corporate man--^agement today concerns the viability of social activism as a short-run marketing strategy. Some continue to see the requirements of profitability and of social action as essentially irreconcilable.' Social activism, in their view, simply does not yield a high rate of return in any conventional economic sense, or falls more properly within the domain of governmental or regulatory responsibility. Others, however, argue that with further amplification in the demands for social and environmental responsibility the cost to the firm of ignoring the social and environmental context in which it operates may not be profit; the cost may well be survival.2
Thus, the issue has shifted from one of corporate social responsibility to a more conventional market segmentation problem: Which consumers constitute the market for products, services, or other corporate actions that promote social and/or environmental well-being? Who, in other words, are the socially conscious consumers? This study provides a partial answer to these questions.
Research Objectives
Markets are currently segmented principally on the basis of demographic and behavioral variables.3 Personality or sociopsychological attributes, however, have received increasing emphasis as potentially more sensitive criteria for market segmentation, prompting research into the relative effectiveness of demographic, behavioral, and sociopsychological attributes in distinguishing product preference or choice. Results have been mixed.'* With growing consumer sensitivity to social and environmental problems, market segmentation based on consumers' societal orientation is emerging; markets will be evaluated [increasingly] according to the degree to which consumers accept the consumer-citizen concept and buy as individuals concemed not only with their personal satisfactions, but also with societal [and environmental] well-being. . . It is through the analysis of [social and] environmental developments and through new marketing policies that management responds to the pressures and opportunities presented by social/ environmental change.' Several studies have focused on consumer behavior in response to corporate actions in pollution abatement or reclamation of wasted human resources. Kassarjian's research, for example, revealed that "with a good product based on ecological concems, the potential for a marketer seems to be impressive." Consumers in general appeared to be willing to try a pollution-reducing gasoline at premium prices.® Henion echoed these conclusions: It would appear that a latent demand for [ecologically relevant] buying information exists and that when it is presented [even] passively, buying behavior may be predictably modified.K assarjian further noted, however, that "it [was] apparent from [the] study that there is no simple segmentation variable other than the attitude [toward pollution abatement] itself."« Demographic and sociopsychological variables proved uniformly weak in discriminating degree of consumer concem over environmental pollution.
The important variable of concem to the marketer is not related to the usual segmentation criteria, but rather the level of concem about the issue at hand, whether it be nonreturnable bottles, high-phosphate detergents, aluminum cans, or excessive use of paper bags dispensed at supermarkets.Â lthough these and other studies confirm that consumers differ in degree of concem over pollution and social inequality, none is sufficient to allow market segmentation on the basis of demographic and/or sociopsychological attributes or consumption behavior associated with social and environmental consciousness. Indeed, Kassarjian's study offers only discouragement on this point. Hence, the major objective of the present study was to determine the extent to which consumers who differ by degree of social consciousness may be distinguished by selected demographic cind sociopsychological attributes, in order to provide a foundation for market segmentation and criteria to gauge the probable effectiveness of altemative marketing strategies.
Given the above objective, the following research hypotheses were felt to be meaningful:
1. Consumers exhibiting a high degree of social consciousness differ significantly from consumers who do not on selected demographic attributes. 2. Consumers displaying a high degree of social consciousness differ significantly from consumers who do not on selected sociopsychological attributes.
Procedure

Sampling Frame
In April, 1971, a self-administered questionnaire was mailed to a random sample of 1,200 Austin, 6 . Harold H. Kassarjian, "Incorporating Ecology into Marketing Strategy: The Case of Air Pollution," JOURNAL OF MARKETING, Vol. 35 (JuW, 1971), p. 65. 7 . Karl E. Henion, "The Effect of Ecologically Relevant Information on Detergent Sales," Journal of Marketing Research, Vol. 9 (February, 1972) , p. 14.
8. Same reference as footnote 6. 9. Same reference as footnote 6.
Texas households developed from the 1971 Austin metropolitan area telephone directory; 412 questionnaires were completed and returned in useable form, with the lowest socioeconomic strata slightly underrepresented. The survey instrument contained questions not relating to the dependent and independent variables reported in the research. Subjects were told they were participating in a study sponsored by the Department of Marketing at The University of Texas. Anonymity of responses was assured. Given the scope of the questionnaire and the time and financial constraints under which the research was conducted, a mail survey was considered the only viable option.
Dependent Variable
The dependent variable consisted of the eightitem Social Responsibility Scale developed by Berkowitz and Daniels and further tested by Berkowitz and Lutterman.'" The scale is reported to measure an individual's traditional social responsibility; i.e., the willingness of an individual to help other persons even when there is nothing to be gained for himself. Berkowitz and Lutterman's research indicates that individuals who score high on the Social Responsibility Scale are more likely to (1) make financial contributions to religious and educational institutions; (2) be active in community, church, or other organizations or activities; (3) show intense interest in national and local political events; and (4) vote in elections, and know the names of contending candidates. However, subjects who score high on the test are also more likely to oppose government intervention in unemployment problems and are more likely to be opposed to extending social security.'1 Therefore, it can be assumed that socially conscious individuals, whose orientations are reflected in a variety of socially responsible behaviors, would manifest social consciousness in consumption decisions. Hence, it is reasonable to expect that socially conscious individuals would be more sensitive to and more likely to purchase products geared toward the enhancement of social or environmental welfare.
The Berkowitz-Daniels Social Responsibility Scale required subjects to indicate their extent of agreement along a five-point continuum from "strongly agree" to "strongly disagree" with each of the below listed items. The socially responsible direction is indicated in parentheses. scale was a social responsibility index which utilized items similar to the Harris scale to measure socially responsible attitudes among high school and college students. The responsible students were characterized as having a "deep concern over broader ethical and moral problems, ... a strong sense of justice, with a rather high, but somewhat rigid, set of self demands and standards . . . and a strong and unflagging sense of confidence in self and in the basic rightfulness of the larger social world."'^ The validity of the Gough et al. scale is substantiated by laboratory findings.1* Berkowitz and Daniels' index was constructed by combining items from the Harris scale with new test items developed by Berkowitz and Daniels. This pool of test items was subjected to several item analysis tests, using college students as a sample. Berkowitz and Daniels then selected eight items which were administered to 766 Wis- 14. Berkowitz and Lutterman, same reference as footnote 10, at p. 174.
consin adults by the University of Wisconsin Survey Research Laboratory. Analysis .of the data indicated that the scale was internally quite consistent.'-'' The social responsibility test was scored in a Likert manner. Respondents were classified as belonging to the upper or lower half of the sample according to their test scores.'Î
ndependent Variables
The independent variables consisted of six demographic and six sociopsychological variables. The demographic variables consisted of (1) occupation of the household head; (2) total family income for 1970; (3) education of the household head; (4) family socioeconomic status (the weighted average of occupation, education, income);'' (5) age of the household head; and (6) stage in the family life cycle (indexed by the age of oldest child). These were selected because they represent generally accepted demographic segmentation criteria. The following sociopsychological variables were included: (1) Alienationa feeling of isolation from one's community, society, and or culture;"* (2) dogmatism-one's degree of open-or close-mindedness;'^ (3) conservatism-one's adherence to traditional attitudes and values;-'^ (4) status consciousness-a concern for social recognition, esteem, or prestige;^! (5) cosmopolitanism-a global, nonparochial perspective and orientation;" and (6) a feeling of mastery of one's personal life and environment.^''
The sociopsychological variables ranged from a six-item alienation test to a ten-item dogmatism test. Each of the six sociopsychological scales was scored in a Likert manner. These variables were selected because several had been previously employed in consumer behavior research^^ and appeared to the authors to be significantly related to one's likely level of social consciousness.
Data Analysis
Linear discriminant analysis was used to analyze the data.25 This technique permits the analyst to examine a set of independent variables to determine which, if any, are able to distinguish between two or more predetermined dependent variables or classification categories. This is accomplished by letting the individual's discriminant score be a linear function of the independent variables and then classifying the respondent as belonging to one of the categories based on his respective discriminant score and the discriminant classification boundary.^* A strong upward bias, which results in an overstated percentage of the respondents correctly classified, develops with discriminant analysis if the discriminant coefficients from one sample are used to compute the discriminant scores from the same sample. This problem can be alleviated by dividing the sample into two subsamples. The discriminant coefficients are derived from the first subsample and are used to compute the discriminant scores from the second subsample.^T he predictive power of the several sets of independent variables was tested by drawing a random subsample of 60% of the 412 respondents. From this sample discriminant coefficients were developed which were then used to compute the discriminant scores for the remaining 40% of the sample. In order to avoid the problem of <in unrepresentative random sample, this process was repeated four times for each set of independent variables. The results of each replication are reported in Table 1 . This table will be discussed in greater detail later in the article.
The demographic variables were examined first, the sociopsychological variables second, and the combined demographic and sociopsychological variables third. It was felt that an independent examination of the demographic and sociopsychological variables would make it possible to derive some conclusions as to the research hypotheses.
Findings Demographic Variables
The demographic variables were able to differentiate between the high and the low socially responsible consumers. As Table 2 indicates the independent variables "occupation of the household head," "socioeconomic status," and "age of the household head" yielded consistently strong correlations with the discriminant scores for each of the four replications. The correlation coefficients show only how strongly the particular variables relate to the discriminant score. They do not indicate whether a particular independent variable is capable of discriminating between the respondent groups. Rather they merely indicate a measure of the part the respective variables play in whatever discrimination is achieved. The demographic variables were scaled such that a correlation of > 0 implies that the variable is associated with high social responsibility, while a correlation of < 0 implies that the variable is associated with low social responsibility.
The F-ratio column in Table 2 shows the results of an F-test of the differences between group means for each of the six demographic variables. This is a test of individual attributes rather than a multivariate test. The same demographic variables which had high correlations with the discriminant scores found statistically significant differences between the two respondent groups. The only exception was the variable "socioeconomic status" in the second replication which was not statistically significant at the .05 level. The high socially responsible group was characterized by higher occupational attainment and socioeconomic status, and by younger household heads than was the low socially responsible group.
The results of the four cross-validated replications of the discriminant analysis which were performed on the six demographic variables are presented in Table l-I. The second column in Table l-I gives the results of an F-test of the Wilks' lambda value, which is a test of the ability of the discriminant function to significantly differentiate the high and low socially responsible groups.
Statistically, Wilks' lambda takes the following form: A = |W| / |T| where W represents the pooled within-group deviation score cross-products matrix and T represents the total sample deviation score cross-products matrix.28 The first, second, and fourth replications were significant at the .05 level, while the third replication was significant at the .01 level. The Wilks' lambda tests were based on the 60% of the sample which was drawn independently four times to determine the discriminant coefficients for each replication.
Since the respondent groups were of equal size it would have been expected that 50% of the subjects in the cross-validated samples would have been correctly classified by chcince. The third column in Table l -I presents the results of a t-test of the significance of the percent of the subjects correctly classified. Because the respondents in the cross-validated samples were not included in the 60% samples which made up the discriminjint coefficients, the data is effectively cross validated.
The second and third cross-validated replications were significant at the .01 level, while the fourth replication was significant at the .05 level. The first replication was not statistically significant. The findings of the t-and F-tests would seem to indicate that the demographic variables were able to differentiate between the high and low socially conscious respondents.
Sociopsychological Variables
The sociopsychological variables appear to be more effective in differentiating between the high and low socially responsible consumers th<in were the demographic variables. As Table 3 shows, dogmatism, conservatism, status consciousness, and cosmopolitanism all had strong correlations with the discriminant scores. The sociopsychological variables were scaled such that a correlation of > 0 implies that the variable is associated with high social responsibility, whereas a correlation of < 0 is associated with low social responsibility. Alienation and personal competence were not as strongly correlated with the discriminant scores as were the other sociopsychological variables.
The second column in Table 3 shows that each of the six sociopsychological variables was able to differentiate significantly between the high and the low socially responsible groups. The F-test of the difference in group means indicates that dogmatism, conservatism, status consciousness, and cosmopolitanism found significant differences at the .001 level, while personal competence was significant at the .01 level, and alienation at the .05 level. The high socially responsible group was more cosmopolitan, but less alienated, less dogmatic, less conservative, less status conscious, and less personally competent than was the low socially responsible group. Table l-II presents the results of the discriminant analysis of the sociopsychological variables. As column one indicates, each replication's F-test of the respective Wilks' lambda value was significant at the .001 level. This would tend to indicate that the discriminant function was able to differentiate between the two respondent groups.
The second column in Table MI indicates that the percentage of the cross-validated sample correctly classified tended to be higher when the sociopsychological variables were used to distinguish the groups than when the demographic variables were used. The mean percent correctly classified for the sociopsychological variables was 69.5, while the mean percent correctly classified for the demographic variables was 59.4. The t-test of the percent correctly classified for the sociopsychological variables was significant at the .01 level for the first replication and at the .001 level for the second, third, and fourth replications.
Sociopsychological and Demographic Variables
The sociopsychological and demographic variables combined were not as effective in differentiating high from low socially responsible groups as were the sociopsychological variables alone. Table 4 lists the correlations of the variables with the discriminant function and the F-test of the differences between the group means. It is apparent that the same variables which correlated highly with the discriminant scores in the previous tests correlated highly with the discriminant score when all 12 variables were utilized. The statistical differences between group means remained essentially unchanged from the previous tests.
Table MI I shows that the F-ratio tests of the Wilks' lambda values were significant at the .001 level for each of the four replications. The mean percent correctly classified for the combined sets of independent variables was 66.0, which was less than when only the sociopsychological variables were utilized. This was expected because it was previously found that the demographic variables were not as effective in differentiating the high and low socially conscious respondents as were the sociopsychological variables. That is, combining both categories of independent variables resulted in a loss in the power of sociopsychological variables to differentiate between high and low socially conscious consumers. The t-test of the significance of the percentage correctly classified was significant at the .001 level for the second and third 
Conclusions
The demographic variables analyzed provided partial support for the first research hypothesis. Socioeconomic status was found to be significant in discriminating between high and low social responsibility; social consciousness tended to vary directly with socioeconomic status. Stage in the family life cycle, by contrast, failed to significantly discriminate respondents as to degree of social responsibility. Occupation and age of the household head proved to be highly sensitive discriminators of social responsibility, social consciousness varying directly with occupational status and inversely with age. Education of the household head produced mixed results with only one instance of significant discrimination. Annual family income was uniformly poor as a discriminator of social responsibility. In general, it would appear that socioeconomic status, occupation, and age of the household head provide significant discriminators of social consciousness.
Of the sociopsychological variables analyzed, dogmatism, conservatism, cosmopolitanism, and status concern proved equally effective as discriminators of social responsibility, tending to substantiate the second hypothesis. Social consciousness tended to vary inversely with dogmatism, conservatism, and status consciousness, and directly with cosmopolitanism. Alienation and personal competence were only slightly less effective in discriminating degree of social responsibility; both varied inversely with social consciousness. Overall, the sociopsychological variables analyzed yielded more sensitive discriminators of social consciousness than either the demographic variables alone or the demographic and sociopsychological variables combined.
Briefly, the image of the socially conscious consumer emerging from the research is that of a pre-middle age adult of relatively high occupational attainment and socioeconomic status (see Table  5 ). He is typically more cosmopolitan, but less dogmatic, less conservative, less status conscious, less alienated, and less personally competent than his less socially conscious counterpart. Alternatively, consumers displaying low social consciousness may be characterized as intermediate or lower in occupational attainment and in socioeconomic status, and are of middle age or older. They are characteristically more dogmatic, more conservative, more status conscious, more alienated, more personally competent, and less cosmopolitan than are socially conscious consumers.
The findings of the research support the conclusion that markets can be segmented on the basis of consumers' social consciousness. Both demographic and sociopsychological attributes provide criteria for market segmentation, although it would appear that sociopsychological variables are more sensitive discriminators of social consciousness.
The present findings suggest some directions for further research. It would be useful to de-termine whether consumption pattems are different between high and low scorers on the Berkowitz-Daniels Social Responsibility Scale, particularly with respect to products and/or brands which claim environmental benefits. Specific hypotheses between degree of social consciousness and various aspects of buyer behavior may be derived from the sociopsychological and demographic correlates of social consciousness. For example, it was found that socially conscious consumers appear to be open-minded, aware, and exhibit a general orientation toward progress or change. But are they willing to pay a higher price for products and services which enhance social or environmental well-being? Does their openmindedness and progressiveness result in recep>-tivity to new products which are compatible with the environment? What types of promotional ajv peals, information channels, and distribution systems are best suited for this particular market? These questions remain unanswered at present, and additional research is needed.
-MARKETING MEMO'
Consumer Responsibility, a Two-way Street . . . Business, to suryive, must merit the confidence of its customers. If the consumer activists have done nothing else, they have aroused business men and women all over the country to a greater awareness of their responsibility to eliminate the shady practices which flourish on the fringes of the husiness community. As husiness people, we cannot afford to close our eyes to violations of sound husiness principles, and there is much evidence that the business community is accepting increasing responsibility in this direction. . . . But consumers, too, share the responsibility for ethical standards in the marketplace. Some "perfectly honest" people seem to think it's all right to cheat Business. Defraud the telephone company, for instance, by placing long distance calls for fictitious names which, by pre-arrangement, convey their message. There's the grocery shopper who deliberately damages vegetables; and the shoplifters, who each year, pilfer two and a half billion dollars worth of merchandise from stores in the United States. All such acts cost you and me money as Consumers. The losses from these petty crimes are necessarily part of the cost of doing business and they add to the price we all must pay for the goods and services we buy.
Honesty and integrity thus are mandatory on both sides of the counter if we are to maintain a healthy, mutually beneficial business-consumer relationship.
-Mercedes S. Wood, "Business and the Consumer," The Journal of Business (published by the Bureau of Business Research, Seton Hall T^niversity), Vol. 10 (December, 1971) , pp. 21-25, at p. 23.
